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From the President’s Desk 


Since beginning at the CTC over a 
year ago, I have been struck by the 
dedication of our employees and 
their desire to serve the industry. 
The past two months, since the 
tragic events of September, have 
reaffirmed my view that our staff 
continue to go above and beyond 
the call of duty. 


It began with our field staff in 16 
countries providing weekly and 
timely intelligence reports on the 
CTX website. This information has 
been very well received by industry 
partners and I thank those who have 
offered us their compliments. 

Our Ottawa staff has been extremely 
busy working on a domestic aware- 
ness campaign that was launched 
November 14, 2001. Thanks to the 
Prime Minister and Industry 
Minister Brian Tobin, the Federal 
Cabinet approved a one-time $15 
million contribution to the CTC to 
allow us to launch this campaign. 
This investment is a vote of confi- 
dence in the CTC and is also the 
Federal Government's recognition of 
the impact of September 11 on the 
tourism industry. It is being supple- 


mented by $5 million from 
existing CTC funds. 


Approximately one half of the new 
funds will be spent on domestic 
advertising and marketing; the other 
half will be spent in a push to attract 
American visitors from border and 
near-border states. Our U.S. and 
Canada marketing committees, 
under the direction of Christena 
Keon-Sirsly and Pierre Labrie 
respectively, have been instrumental 
in reaching what appeared to be 
impossible deadlines to prepare 
these new campaigns and get 

them to market. 


My thanks to Patrick Gedge for his 
leadership on this campaign and to 
Tom Penney for his co-ordination 
of the field reports. Thanks also to 
Judy Cameron and Jennifer Terzi for 
their work in getting the field 
reports to the web site, and to the 
U.S. Team of Mark Schwilden 
(Program Director), Sharon Cardiff 
and Kristine Sigurdson, and the 
Canadian Team of Scott Patterson 
(Program Director) and Jacques 
Duval, for their tremendous efforts. 


Photo: Governor General of Canada 


Finally, my thanks to Scott Meis and 
Tony Glynn in Research along with 
their entire team for providing us 
with the necessary research and 
market intelligence to mount a 
timely and effective response to the 
crisis. Dozens of other staff have 
been burning the candle at both 
ends, as have many volunteers who 
steer the CTC committees, so I 
thank you all for a job well done. 


Ow Aa a 


On other matters, congratulations to 
our CTC Chair Judd Buchanan for 
receiving the Order of Canada in 
October — well deserved! 


The Honourable Judd Buchanan OC, receiving his Order of Canada from the Governor General at Rideau Hall. 


ata 
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Congratulations are also due to 
long-time CTC supporter Christena 
Keon-Sirsly for being elected Chair 
of TIAC at its Annual General 
Meeting in Vancouver in October. 

I look forward to working 

with her. w& 


Jim Watson, President and CEO 


Letters to Editor 


Communiqué 

out to pasture 

Killer cover on TOURISM! It 
jumped right out of my mail pile. 
Hope there wasn’t too much blood 
on the floor when you put 
Communiqué out to pasture! 


Jim Reid, 
Grand River Conservation Authority 
Cambridge, Ontario 


Reader friendly 


Congrats on the new look, new 
name TOURISM magazine! It’s very 
professional looking, reader friendly 
and a big step forward for the CTC. 
I know how much work goes on be- 
hind the scenes to make something 
like this happen — so well done. 


Steve Ball, Capital Publishers 
Ottawa, Ontario 
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Unheard voices 

I read with interest your coverage 
(TOURISM, November 2001) of 
the impacts of the events of 
September 11. A major impact, of 
course, has been that governments 
and tourism industry organizations 
have struggled with the rapid 
changes that have affected the 
tourism industry in Canada and 
throughout the world. There is a 
realization that now more than ever 
is the time to take an in-depth look 
at the industry and take steps 
toward positive change. 


At the recent National Conference 
on Tourism (TIAC), there were 
many sessions where these issues 
were discussed at length. The con- 
ference was very informative, but 
relied heavily on representation 
from some of the larger tourism 


suppliers in the Canadian tourism 
industry. While I am aware that 
TIAG, when working with govern- 
ments, is in need of support from 
these larger and more visible 
tourism industry players, 80 — 90 
percent of the tourism industry in 
Canada is comprised of small and 
medium sized businesses. 


Very few representatives from small 
or medium sized tourism operators 
have the resources to attend confer- 
ences such as the TIAC annual con- 
ference, and as such, their voices are 
not heard. These small operators 
work very hard to offer the out- 
standing service and hospitality 
Canada is known for, and are the 
backbone of this industry. TIAC 
has a real opportunity right now to 
make a great difference in the 
tourism industry because govern- 


ments are particularly aware of the 
tremendous impact of tourism on 
our economy. Small and medium 
sized businesses need to be invited 
“to the table” to present their strug- 
gles, insights, and solutions. This 
would ensure that changes and 
solutions will address the needs 

of the entire tourism industry 

of Canada. i 


Kimberly Lyall, 

Marketing and Public Relations 
Coordinator 

Chinook Country Tourist Association, 
Lethbridge, Alberta 


We welcome your letters. Write to 
us at: tourism@ctc-cct.ca 


www.canadatourism.com 


Editorial 


Tobin launches 


Travel Canada 


marketing campaign 


The new national marketing 
campaign to encourage Canadians 
to travel “at home” in Canada hit 
the media November 15 and will 
run through to April 2002, featur- 
ing a series of television and print 
media advertisements. To highlight 
the appeal of the campaign, the 
television spots feature the voices 
of singers Jann Arden and 

Julie Massicotte. 


The national campaign is comple- 
mented by a similar effort directed 
at potential U.S. travellers in near- 
border states. The Honourable 
Brian Tobin, Minister of Industry 
and Minister responsible for the 
Canadian Tourism Commission, 
unveiled the campaign November 
14 at the Montreal Science Centre 
where he was joined by Canadian 
Tourism Commission President 
Jim Watson and representatives 
from Montreal’s tourism industry. 
Tobin had previously announced 
the federal government’s $15 mil- 
lion special contribution to the 
campaign on October 30; $5 mil- 
lion has been redirected from CTC 
funds, for a total of $20 million. 


“Our campaign speaks directly to 
Canadians and our friends across 
the border to come and experience 
Canada as a year-round tourism 
destination,’ said Minister Tobin. 
“This investment is an expression 
of confidence in the tourism sector, 
which generates over $54 billion to 
the Canadian economy annually 
and employs more than half a mil- 
lion Canadians. By choosing to 
travel within Canada rather than 
abroad, Canadians can enjoy all the 
benefits of travel at home, knowing 
they are keeping the tourism sector 
and our economy strong.” 


“The Canada Marketing 
Committee of the CTC has made 
an important contribution to 


producing what I am sure will be a 
tremendously important marketing 
campaign,’ said Committee Chair- 
man Pierre Labrie. “We have a 
great tourism industry in Canada 
because we have a spectacular her- 
itage: let us celebrate it!” Labrie 

is General Manager of the 

Greater Québec Tourism and 
Convention Bureau. 


Campaign components 
The special marketing funds 
totalling $20 million will be 
invested in Canada and the U.S. to 
make Canada top-of-mind with 
consumers as a vacation and 
getaway destination; $8 million will 
be spent in Canada and $12 million 
in the U.S. where interest in travel 
to Canada is high (research shows 
that 55 percent of Americans are 
willing to travel to Canada). 


In Canada, the focus will be on 
converting Canadians to travel in 
Canada who would otherwise travel 
outside of the country. The empha- 
sis is on interprovincial travel, 
where domestic travel expenditures 
are similar to spending by 
European visitors to Canada. 

The campaign will use a media 
mix of television, newspapers 

and the internet. 


“With the addition of $15 million 
to the CTC budget, resulting in the 
launching of our new Canada and 
US Leisure marketing campaigns, 
the tourism environment in 
Canada has the necessary tools to 
tackle the slowdown we have been 
experiencing since the September 
11 terrorist attacks and subsequent 
events,” said Watson. “We are fore- 
casting a recovery in the tourism 
industry in the last two quarters 
of 2002, with a final resumption 
on growth consistent with 
established numbers towards the 
end of 2003.” x& 
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“There’s No Place Like Home”: Industry Minister Brian Tobin launched the ‘Travel Canada’’ campaign with 
the help of popular Canadian singers Jann Arden and Julie Massicotte at the Montreal Science Centre. 


THERE’S NO PLACE LIKE HOME~ 


This is the time to get away. Be together. Share 
something special. So pack your bags and discover 
all that’s waiting for you right here at home in Canada. 
Everything you want in a vacation...at your doorstep. 


Call 1-888-456-5555 for your free Canada 
Vacation Guide. And visit our website at 
www.travelcanada.ca/stay for more travel ideas. 
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Post 9-11: the industry takes stock reso 


Tourism Town Hall: Allan Gregg facilitates open forum at TIAC with Doug Fyfe and Christena Keon Sirsly. 


Billed as the National Conference on 
Tourism, the Tourism Industry 
Association of Canada (TIAC) 
annual meeting and convention 
attracted 290 registrants to the 
Fairmont Hotel Vancouver in 
October. Organizers had _restruc- 
tured the program in the weeks 
leading up to the conference, in an 
effort to assist major industry deci- 
sion makers as they grapple with the 
immediate impact of terrorist 
attacks in North America, the 
longer-term effects of the open- 
ended “war on terrorism” and an 
economic downturn that had 

its beginnings long before 
September 11, 2001. 


Consistent with the “gateway to 
opportunity” theme of the confer- 
ence, representatives from all of 
Canada’s gateway cities were in 


attendance, as were conference dele- 
gates from provincial and territorial 
tourism marketing agencies. 


“After New York” 


Well-known political analyst Allan 
Gregg delivered a snapshot of where 
the North American travel and 
tourism sector could be headed in 
the aftermath of the World Trade 
Centre tragedy. His assessment of 
the threats and opportunities facing 
the industry met a keenly receptive 
audience. Nothing Gregg said, how- 
ever, generated as much conference 
discussion as his suggestion that 
Canada could enhance its position 
in the U.S. market by first promot- 
ing travel to New York City. He 
theorized this gesture of support 
and understanding could motivate 
Americans, whose willingness to 
travel has been shattered by the 


terrorist attacks, to view Canada as a 
friendly and considerate destination. 


This radical concept dominated 
conversations over coffee breaks and 
cocktail receptions throughout the 
balance of the conference. While the 
idea met with a modest level of 
approval and interest among some 
delegates — others saw it to be a 
potentially dangerous or inappropri- 
ate tactic that could backfire. CTC 
President and CEO, Jim Watson 
cautioned, “There are any number 
of marketing tactics that may appear 
at first glance to be appealing for 
their innovative qualities, but no 
responsible marketing organization 
can afford to spend partnership dol- 
lars on concepts that have not been 
properly thought out and focus-test- 
ed in the market.” 


Repatriate the 

domestic market 

The Canadian Tourism 
Commission’s Director of Research, 
Scott Meis, put the “9-11” event 
and its considerable impact within 
the context of a tourism industry 
that was already reeling from a 
substantial global — and particularly 
North American — economic 
slowdown that had begun over a 
year earlier. He confirmed that 
dampening effects from the global 
economic downturn, the “9-11” 
event, and the on-going “war on 
terrorism” will almost certainly 
have less of an impact on Canada’s 
domestic market, one which repre- 
sents over 70 percent of the nation’s 
tourism activity. As Gregg put it 


during his opening presentation, 
now is the time to “repatriate our 
domestic market”. 


Canadian Tourism Commission 
Senior Vice-president of Marketing 
and Sales Patrick Gedge reported 
that the CTC would be working at 
doing just that in the months to 
come. Gedge made it clear that 
while endeavouring not to disrupt 
marketing activities internationally, 
the CTC would be focusing on a 
substantially enriched domestic 
marketing program as well as 
enhancing marketplace activities in 
the northern tier states. 


This approach falls closely in line 
with the one being taken by 
Canada’s city and provincial DMOs 
(destination marketing organiza- 
tions). DMOs, which made up just 
over 30 percent of the conference 
delegates, have indicated that, fol- 
lowing “9-11”, they immediately 
refocused their marketing resources 
on resident and nearby markets. 


In her closing comments to confer- 
ence delegates, newly-elected TIAC 
Chairperson Christena Keon Sirsly 
acknowledged that TIAC, as 
Canada’s primary tourism industry 
advocacy organization, was firmly 
behind the CTC in its efforts to 
obtain $15 million in emergency 
funds from the federal government 
to carry out these marketing activi- 
ties and reinforce the tourism 
industry’s ability to survive the 
current crisis. # 


Travel agents seek relief 


At a September meeting with 
the Minister of Transport, David 
Collenette, the Association of 
Canadian Travel Agents (ACTA) 
requested the establishment of a 
fund that would allow travel 
agencies to apply for financial 
relief for the week following 
September 11. This fund would 
be equal to the amount of revenue 
generated by travel agencies 
during the comparable week 

in 2000. 


At the meeting, ACTA also pro- 
posed a number of different ways 
in which the Employment 
Insurance program could be 
adjusted to help travel agencies 
retain their employees over the 
next six months, or to lessen the 
impact of lay-offs. ACTA also 
advocated that the government 
arrange for an interest-free short- 
term loan program to allow travel 
agencies to cover cash flow con- 
cerns over the next six months. 


In October, ACTA testified before 
the House of Commons Industry 
Committee on Bill C-23, which 
contains further changes to the 
Competition Act, arguing that 
travel agencies should have access 
to an arbitration procedure in 
dealing with their dominant sup- 
plier, Air Canada. whe 


Helping travel agents. 
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Big White Celebration: B.C.'s second largest ski resort signs agreement to purchase majority assets of Silver Star Mountain Resort. 


Changes looming on 
Canada’s ski slopes 


The Schumann Family, owners of 
Big White Ski Resort Ltd., and the 
Honourable Judd Buchanan OC, 
majority shareholder of Silver Star 
Mountain Resort, signed an agree- 
ment in principle on November 7 
for the purchase and sale of the 
majority assets of Silver Star 
Mountain Resort. Mr. Buchanan, 
Chairman of the Canadian Tourism 
Commission, remains involved at 
the resort by continuing to own two 
hotel properties and other 
on-mountain business interests. 


Silver Star is a world-class ski destina- 


tion and the recipient of numerous 


Papal visit to generate over $130 million 


World Youth Day 2002 is expected 
to generate between $130 million 
and $228 million in direct spending 
in the Greater Toronto Area, of 
which between $101 million and 
$190 million will be from interna- 
tional visitors, according to a study 
done by Tourism Toronto. This will 
spin between $49 million and $85 


Ski Canada awards plus the presti- 
gious ‘Ski Area of the Year; awarded 
by USA Farwest Skiers Association 
2001. Big White is the second largest 
ski resort in British Columbia, 
Canada’s largest totally ski-in, ski- 
out resort village and was the first 
Canadian resort to open 

this season. ae 


For information contact 
Michael ip Ballingall, 
Vice President, Big White Ski 


Resort Ltd. at 250-765-3101. 


million in taxes among all three 
levels of government. 


“WYD2002” is, in fact, a week-long 
event in Toronto, culminating in a 
Papal Mass on the morning of July 
28. The event brings together 
Catholic youth from over 150 coun- 
tries to learn about, and celebrate, 


their faith. Organizers expect some 
three-quarters of a million young 
people aged between 16 and 35 to 
attend, as well as many of their fami- 
lies, friends and volunteers. 3 


For information visit 


www.wyd2002. org 


Canadian 
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Papal mass: 750,000 young people expected. 
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Feature — Wellness of body and spirit 


Good health tourism and good “vibes” 
IN CODOULEY j iecsima 


Some destinations pride themselves 
on offering magnificent scenery. 
Others focus on their historic sites. 
One Ontario town, however, has 
dispensed with the predictable tou- 
rism pitches in favour of something 
a little different. Cobourg, located 
100 kilometers east of Toronto, is 
marketing itself as a wellness center. 


This community on the shore of 
Lake Ontario is home to more than 
70 complementary health prac- 
titioners — a surprising number 
considering the population is only 
16,000. Here, you'll find everything 
normally offered at a spa resort and 
more — from massage and aroma- 
therapy to reiki and crystal healing. 


Many alternative health practition- 
ers say they were prompted to set 
up shop here because of the town’s 
“good vibes”. For years, the health 
centres, with names such as Mystic 
Roots or the Colorful Turtle 
Healing Centre, were patronized 
almost exclusively by locals. 


Realizing it had something unique 
worth promoting, the town 


published a 20-page directory this 
spring listing 72 practitioners and 
defining the 21 types of services 
available. They include the familiar 
— meditation, and naturopathy and 
some lesser known modalities such 
as craniosacral therapy (a hands- 
on method of enhancing the brain 
and spinal cord) and qi gong, an 
ancient Chinese health care system 
focusing on breath and exercise. 


Visitors may experience all this 
while staying at one of ten local 
inns or B&B’s, many of which are 
heritage properties. Six have begun 
offering wellness packages that 
range in price from $235 to $675 
and include two nights accommo- 
dation, meals, and a range of treat- 
ments. Practitioners are well 
trained. Most have worked at St. 
Anne’s Country Inn and Spa in 
nearby Grafton, considered one of 
Canada’s top spas. 


Cobourg has a long history as a 
wellness community. In the 1880’s 
wealthy Americans came to the 
area which gained a reputation for 
its healthy ozone, said to be the 


Photo: Diane Slawych 


second best in the world. Even 
today, Cobourg exudes tranquillity. 
A white sandy beach is a mere 
five-minute walk from the recently 
revitalized downtown core. There’s 
a boardwalk and nature trails, and 
according to boaters, one of the 
best marinas on Lake Ontario. 


It’s an historic town too. Founded 
in 1798, its most famous landmark, 
Victoria Hall with its Greco- 
Roman roofed porch and clock 
tower, was saved from the wrecking 


ball and restored by local citizens 
in 1983. Health-conscious 
Cobourg has certainly produced 


Tranquility on the beach in Cobourg. 


some hardy citizens, including 
Kevin Fast, a minister of St. Paul’s 
Lutheran Church, who holds 
Guinness World Records for 
pulling the heaviest vehicle in the 
fastest time and over the longest 
distance. (In October 1998 he 
pulled a 16.48-ton fire truck 100 
feet along Cobourg’s main street 
in 33.69 seconds). 


A weekend in Cobourg may not 
produce another modern-day 
Hercules, though town officials like 
to predict you'll feel a lot better 
after visiting. we 


Parks Canada: soothing, energizing, inspiring 


Studies show that time spent in the 
outdoors is therapeutic, soothing, 
enriching, invigorating, inspiring. 


Parks Canada — its national parks 
network extending throughout 
every province and territory — offers 
tour groups and independent 
travellers endless opportunities to 
relax, exercise, learn about the 
natural environment, connect with 
wildlife, and renew kinship with 
nature in spaces that are truly wild. 


Alberta’s Waterton Lakes National 
Park invites visitors to unwind 
among serene grasslands and 
majestic mountains, including the 
deepest lake in the Rockies. To 


energize the body, people can climb, 
cycle, hike, backpack, cross-country 
ski, snowshoe, and ski tour. 


La Mauricie National Park in 
Québec offers a haven of peace 
among the gently rolling hills of the 
Laurentian Mountains. Quiet valleys, 
calm forests, and enchanting lakes 
provide countless opportunities to 
observe wildlife, picnic, swim, fish, 
hike, paddle, and cross-country ski. 


Many national historic sites ma- 
naged by Parks Canada also provide 
the chance to energize the body and 
soothe the soul. Perched on the 
most easterly point of land in North 
America, Newfoundland’s oldest 


surviving lighthouse is found at 
Cape Spear National Historic Site. 
To the rhythm of pounding waves, 
visitors can relax, view spectacular 
scenery, experience a 19th-century 
lightkeeper’s life, walk trails around 
the lighthouse, hike to nearby 
Maddox Cove, and watch for 
seabirds, whales and icebergs. 


Photo: Parks Canada 


La Mauricie National Park: a haven of peace. 


All national parks and national 
historic sites welcome tour groups 
and FIT travellers. Hours of opera- 
tion, services, tour policies, and pro- 
gram and event schedules vary, so 
make sure to call ahead for informa- 
tion and reservations. 3 


For more information visit: 
www.parkscanada.gc.ca 
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Jocelyna Dubuc is thrilled. The 
founder and president of the 
Centre de santé d’Eastman has 
seen her business earn a double 
measure of acclaim this year. First, 
it is now a location listed as one of 
the 100 Best Spas of the World, and 
second, the renowned establish- 
ment in the Eastern Townships 
(recently re-christened the Spa 
Eastman) has joined the Des- 
tination Spa Group, a select club of 
North American health retreats. 


Unlike day spas or spas that 
are part of the array of 
services offered to the 
guests of a hotel, a 


A blazing desert and its polar opposite 
than the promise of adventure. This is Manitoba. 


Wind-swept sand dunes. Rugged northern wilderness. And in between, a land that is home to an abundance 
of wildlife, historical sites and memories waiting to be shared. There’s a lot more than you expect, a lot 


closer than you think in Manitoba. 


“destination spa” is, as the name 
implies, a destination in itself. 

“Tt is a specific category of health 
spa, where patrons are interested in 
one thing only: their well-being. 
They are not looking for entertain- 
ment, cultural stimulation or a 
fast-paced night life. They are seek- 
ing nothing more than relaxation; 
they want to renew themselves and 
to recharge their batteries,” exlains 


Jocelyna Dubuc. 


Established in 1997 by a handful of 
health spa owners interested in 
setting themselves apart, the 
Destination Spa Group (DSG) 
encourages people to adopt a 


healthier way of life, 


Centre de santé d'Eastman: one of the “100 Best Spas of the World”. 


Sires 


bringing to their attention the 
long-term benefits of a stay at a 
member establishment.With 
today’s proliferation of spas of 
all kinds, the DSG seeks to set 
the standard for the ultimate 
health vacation. 


“In order to become a member of 
the DSG, an establishment must 
first meet a set of criteria in such 
areas as quality of service, coach- 
ing, hospitality, accommodation 
and cuisine, which must not only 
be 100 percent organic and an 
excellent source of energy, but 
also ... good tasting. In short, 
everything must be designed to 
ensure that guests feel the benefit 
of an improved quality of life,” 
claims Dubuc, who is also the pres- 
ident of the Association des Relais 
Santé du Québec. 


At a spa destination, the hotel or 
the inn becomes almost incidental, 
an extension of the health centre. 
The resort vacationer becomes a 
spa-goer, and the tourist turns into 
a purist in search of a state of well- 
being. The DSG now has a total of 


1 866-MANITOBA (626-4862) EXT. CJ1 travelmanitoba.com 
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25 establishments, with 20 in the 
United States, two in Mexico and 
three in Canada. In addition to the 
Spa Eastman, two other British 
Columbia spas, the Mountain Trek 
Fitness Retreat & Health Spa and 
well known spa advocate Pat 
Corbett’s Hills Health Ranch, are 
members of the prestigious group. 
Corbett underscored the growing 
significance of the U.S. market for 
his industry. 


However, while the market for 
health centres is growing and desti- 
nation spas are something of a 
popular trend, all signs point to 
their remaining few in number in 
future. “They fall into a class of 
their own that will never account 
for more than 10 percent of all 
North American health centres,” 
speculates Jocelyna Dubuc. 

But as we all know, quality is 
often inversely proportional 

to quantity. ae 


For more information, visit the 


website: www.destinationspas.com 


share more 
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Photo: Association des relais santé 


Great vacations — 
whatever the weather! 4,.cou. 


Since its creation in 1993, the 
Association des Relais santé has 
succeeded in laying solid founda- 
tions and developing a quality repu- 
tation. It was the first spa organiza- 
tion to create standards and help 
the health vacation industry grow. 


The association’s mission is to 
guarantee high-quality service, and 
member establishments must meet 
specific requirements. Whether 
with regard to the training of thera- 
pists, or the services provided, the 
member spas make a commitment 
to respect a very strict code of 
ethics. They also agree to receive an 
association representative each year 
for an inspection visit. Consumers 
are therefore given an unparalleled 
assurance of quality. 


Each association member is unique. 


However, whether they are in the 


Health tourism: highly competitive with other tourism products. 


city or country, are modest inns or 
chateaux, have 5 rooms or 300, or 
offer simple, warm comfort or ele- 
gant décor, the consumer can be 
sure of finding the same profes- 
sionalism and thoroughness with 
qualified, courteous professionals 
who care about their well-being. 


The health vacations offered to 
consumers by the Association des 
Relais santé offer the authenticity 
sought by foreign wholesalers and 
international visitors. As a recent 
American study has confirmed, the 
Association des Relais santé prom- 
ises a tourism product that is highly 
competitive with other existing 
products, such as golf or skiing. a 


For more information contact Lucie 
Octeau, Director General, Health 
Tourism Product Club by email at 


relats.sante@videotron.ca 


Spas Ontario goal: 
deliver quality service 


Spas Ontario is a two-year-old 
association of 20 of Ontario’s finest 
spas, created by a partnership with 
the Ontario Tourism Marketing 
Partnership Corporation (OTMPC) 
and committed to providing cus- 
tomers with the highest quality spa 
experiences. Members adhere to 
Ontario Ministry of Health regula- 
tions and only provide treatment by 
qualified professionals. 


President Kailee Kline says that 
together, the OTMPC and Spas 


Ontario have established the ideal 
industry and tourism marketing ini- 
tiative. “Working with the OTMPC 
has given Spas Ontario more oppor- 
tunities and exposure than we could 
have imagined. Our marketing 
campaign has been taken to a new 
level into the United States and 
Europe. The OTMPC has helped us 
launch an industry, not just a 
program,’ she says. 3 


For more information visit: 


www. spasontario.com 
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Website targets women 
travellers, spas 


The spa industry appears to be well- 
served by an internet portal that tar- 
gets women travellers. The website 
(www,journeywoman.com) features 
a wide range of travel information 
and tips. 


One recently posted article by 
Toronto travel writer Pamela 
Campbell-Azeez highlights 

Ste. Anne’s Country Inn & Spa in 
Grafton, an hour east from Toronto, 


where Innkeeper Jim Corcoran has 


The spa experience: meditating in natural surroundings. 


restored the buildings to their signa- 
ture elegance, a nostalgic reminder of 
the first owner, Samuel Massey, of 
farm equipment fame. The 560-acre 
grounds include three tennis courts, 
an Olympic-size swimming pool and 
peaceful walking trails. Guests come 
from as far away as Vancouver to 
enjoy full spa services that range 
from massage to aromatheraphy, 
reflexology, aesthetics, hydrotherapy 
and body wraps. 3 
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Reports. Take advantage of these indu 


stories about your tourism product or service. Better yet, a 
in TOURISM and reach a select audience of over 30,000 
engaged in this vibrant sector of the Canadian economy. __ 


Jan. — Feb. 2002 


Canadian Casinos and Resorts 


March 2002 


Eco-tourism 


April 2002 


Festivals: Tulips, Films or Just for Laughs 


Dec. 23, 2001 
January 28, 2002 


May 2002 


Canada’s Waterways 


June 2002 


Endless Summer: Canada’s Beaches 


February 25, 2002 
March 25, 2002 


April 26, 2002 


July-August 2002 


Sports Tourism: Racing in the Streets 


September 2002 


Autumn Fairs 


October 2002 


Airports: Gateways to Tourism 


November 2002 


Cultural and Show Tours 


May 27, 2002 
July 29, 2002 
August 26, 2002 


December 2002 


Canada’s Shopping Destinations 


Sept. 30, 2002 
October 28, 2002 


t Resorts 
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Treating customers 


like “gold” 


Some of Canada’s hotels are reflect- 
ing the growing interest in spas by 
increasing the level of pampering in 
the delivery and programming of 
their services. At the Fairmont Hotel 
Vancouver, guests can choose to be 
treated “like gold” by partaking of 
the Entrée Gold package, which 
includes such niceties as a dedicat- 
ed, private floor with discreet and 
attentive concierge service, and pri- 
vate check-in and check-out area. 


7 


Fairmont Hotel Vancouver: pampered with elegant facilities. 


We make ads that work for the CTC and their industry partners and frequently win awards 


in the process. Our mission is to make our clients rich and our mothers proud. To see how 


we can make you rich with ads that work, call Howard Thomas at 1 416 480 7965. 


In addition to complimentary 
access to the hotel’s Health Club, 
amenities include a private lounge 
with honor bar and cocktail hour 
canapés; complimentary high speed 
internet access; complimentary 
deluxe continental breakfast; and 
access to a complimentary 


wih: 


executive boardroom. ¥ 


For more information visit: 


www. fairmont.com. 
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Jack and Kathaleen Hanna on location in British Columbia. 


North America’s most-watched 
wildlife show recently wrapped 
up filming for four new episodes 
featuring the animals that inhabit 
the wild west coast of British 
Columbia. Jack Hanna, host 

of the hugely popular television 
show, Jack Hanna’s Animal 
Adventures, and two film crews 
spent 13 days chronicling the 
adventures of the marine wildlife 
in and around the coastal waters of 
Vancouver, Salt Spring Island, 
Vancouver Island and Northern 
British Columbia. 


This marked the second time in two 
years that Canada will be featured 
on the show, watched by more than 
425 million people in 65 countries 
around the world. The media rela- 
tions coup was the result of a 
tag-team effort by the Canadian 
Tourism Commission and Tourism 
British Columbia who made the 
successful pitch to the show’s pro- 
ducers after learning of their search 
for a new location following the last- 
minute cancellation of a planned 
film shoot in Europe. (The CTC had 
organized a successful film shoot in 


Manitoba in 1999, so Canada was 
already “top of mind” with the 
show’s producers.) 


The last-minute nature of the trip 
meant Tourism British Columbia 
and their industry partners had less 
than two weeks to pull together a 
blockbuster itinerary for the media 
tour. Jack and co-host Kathaleen 
Hanna’s animal adventures in 
British Columbia included 
snorkelling with salmon in 
Campbell River, Orca whale 
watching in Johnstone Strait and 
grizzly bear viewing at Knight Inlet. 
Another segment profiled the 
endangered Vancouver Island 
Marmot and the small team of dedi- 
cated scientists who run a breeding 
program to try to bring the animals 
back from the brink of extinction. 


“British Columbia has the perfect 
combination of breathtaking 
scenery and fantastic wildlife made 
accessible by our friendly and 
exceptionally-professional Canadian 


Industry 


hosts,” said JR Johnson, producer of 
Jack Hanna’s Animal Adventures. 
“We look forward to returning and 
highly recommend British 
Columbia to production crews 

and tourists alike.” 


Tourism operators offered in-kind 
services on short notice and in many 
cases went above and beyond the call 
of duty to make Jack’s visit a success. 
King Pacific Lodge, for example, had 
already closed for the season but 
remained open for an extra week to 
accommodate and guide Jack and 
the crew. Fairmont Hotels and 
Resorts, Hastings House, April Point 
Resort and Painter’s Lodge, 
Kingfisher Oceanside Resort & Spa, 
Telegraph Cove Resorts, Knight Inlet 
Lodge, King Pacific Lodge and the 
many other industry partners pro- 
vided support with the project. 


Jack Hanna’s Animal Adventures on 
location in British Columbia is 
scheduled to air during the 

2002 season. ale 


New faces on MC&IT Committee 


The Canadian Tourism Commission 
and Industry Committee Chair, 
Penny McMillan (CEO Tourism 
Winnipeg) are pleased to announce 
the appointment of three new mem- 
bers to the Meetings, Conventions 
and Incentive Travel Committee. 
The appointees carry a wide range 
of expertise from various fields 
within the tourism industry and will 
bring fresh, new perspectives from 
different geographic regions across 
the county. 


Fred Bannon 


Mr. Fred Bannon has over 20 years 
of hospitality experience with 
notable appointments such as Vice 
President of Sales & Marketing for 
Journey’s End Management and 
Director of Worldwide Sales for 
Holiday Inn Worldwide. He was rec- 
ognized with a Global Sales 
Achievement Award in 1994 at the 
Radisson Worldwide Sales 
Conference and currently holds the 
position of National Director of 
Sales & Marketing for Hilton 
Canada located in Toronto, Ontario. 


Mr. Robin Anderson has headed 
many successful initiatives within 
the tourism industry and is current- 
ly Director of Sales and Marketing 
with the Yukon Convention Bureau. 
Prior to that, he worked as Manager 
of Travel Trade Overseas with 
Tourism Yukon, and served on vari- 
ous marketing committees including 


Robin Anderson 


the Yukon Tourism Marketing 
Partnership, the Yukon Convention 
Bureau and the Canadian 
Association of Convention and 
Visitors Bureaus. 


Ms. Janice Fraser Belsher is 
International Sales Development 


Photo: Bonner Photography 


Director of Meetings & Incentive 
Travel with Travel Alberta. Her 
career highlights include Senior 
Sales Manager of Chateau Lake 
Louise, Manager of Marketing & 
Sales with Banff Lake Louise 
Tourism Bureau and Director of 
Conventions with the Banff Lake 
Louise Chamber of Commerce. ¥ 


Janice Fraser Belsher 
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Win with Winter 
contest deadline 


The world can’t wait to get their 
mitts on some extraordinary winter 
vacation ideas. Send us your best 
and win! The CTC’s Winter Package 
Tour Contest deadline is December 
7, 2001. Winners will be announced 


in February. 


The contest is an opportunity for 
individual tourism operators, com- 
munities, regions and sector specific 
associations to get creative and 
develop new winter tourism product 
ideas. The purpose of the contest is 
to provide an added element of 
incentive to create new and exciting 
“market-ready” winter product to 
Canada’s inventory. 


Not only will you win by developing 
new product to enhance current 


Ice climbing: an extraordinary winter vacation idea. 


offerings and grow revenue in the 
winter months, but the contest 
offers the chance for free interna- 
tional promotional exposure for 
your specific product. An interna- 
tional panel of tour operators will 


judge new product submissions 


against specific criteria. Winners and 
finalists will benefit from a variety of 
promotional opportunities inclu- 
ding inclusion in a winter package 
lure brochure, a quantity of product 
specific sell sheets and subsidized 
attendance at an international travel 
show or marketplace. a 


For more information contact 
Richard Innes, Program Coordinator, 


email: richard.innes@sympatico.ca. 


The Market Research unit of the Canadian Tourism Commission has 
published Domestic and International Travel to Canada: Short-term 
Business Outlook, Winter 2001/2002 and the French version, Les marchés 
internationaux et intérieur des voyages a destination du Canada. The 
Executive Summary will be available shortly on CTX. 


The National Tourism & Cuisine Forum : Recipes for Success: proceed- 
ings & final report (2001), and its French counterpart, Forum national 
tourisme et cuisine : recettes gagnantes: compte rendu et rapport final 
(2001) are also available from the Distribution Centre. 


Contact: ctcdistribution@ic.gc:ca” ~ 
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Reaching that market is of prime harder by partnering with the CTC 
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The Canadian Tourism Commission the CTC, U.S. Leisure, Canada Leisure 
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Sports tourism opportunities: veteran Olympian and IOC executive member Richard Pound spoke in 
November in support of the bid to host the 2007 University Summer Games in Saskatoon. 


Sport is a major industry, and is a 
significant travel motivator. The 
CTC’s Research Division estimates 
that sport travel is valued at 

$1.3 billion annually and growing! 


Through the leadership of the 
Canadian Association of 
Conventions and Visitors Bureaus, 
the Canadian Sport Tourism 
Alliance (CSTA) was recently 
formed to manage the growth of 
this emerging industry sector. The 
CSTA is a member-based, tourism 
industry-driven organization whose 
mandate is to increase Canadian 
capacity and competitiveness in 
hosting national and international 


sport events. Granted Product Club 
status in 2000, the CSTA now boasts 
over 30 municipalities as members, 
all of whom recognize the economic 
benefits associated with the industry. 


Although the high profile events like 
the Olympic Games often garner the 
most media attention, there are liter- 
ally thousands of other sport events 
available to Canadian communities 
annually. “The sport tourism indus- 
try offers a wide variety of hosting 
opportunities regardless of the size 
of the community,” says Rick Traer, 
CSTA Chief Executive Officer. “We 
promote a planned, coordinated and 
strategic approach to hosting events 


Sport tourism means good business! 


based on the sport facilities and 
tourism infrastructure available at 
the community level.” Whether a 
community is bidding to host 

the Olympic Games or an inter- 
community sport event, the CSTA 
can provide the tools, templates and 
other resources to facilitate the 
efforts of communities interested in 
actively participating in the industry. 


The CSTA provides a powerful 
membership benefits package. 

The organization recently launched 
its Events Database and Search 
Engine, a secure-access, web- 

based intranet platform 
(www.canadiansporttourism.com) 
which is designed to match national 
and international sports events with 
potential host communities across 
Canada. The leading edge strategic 
planning tool already contains over 
50 events provided by approximately 
20 national sport organization part- 
ners, who view the instrument as a 
way to raise the level of awareness of 
their events thereby increasing 
demand from communities interest- 
ed in hosting. “The Events Database 
is an outstanding tool which saves 
time, energy and resources and 
allows us to focus on selecting the 
events which offer the best fit for 
our community,’ stated Lynda 
Généreux, Manager of Conventions 


and Sport Tourism for the City 
of Sherbrooke. 


Also in development is a customized 
economic impact assessment instru- 
ment designed to establish a stan- 
dardized approach to the evaluation 
of the economic impact of sport 
events in communities across 
Canada. The project, led by the 
CSTA and involving both sport and 
tourism partners, will also be avail- 
able through the intranet to CSTA 
members on a secure access basis in 
2002. Add to this an Annual Con- 
ference, bi-monthly newsletter and a 
variety of regional workshops on rel- 
evant industry topics and the CSTA 
is well on its way to laying the foun- 
dation for future industry growth. 


“Canada truly is a year-round sport 
tourism destination, with world- 
class facilities for summer and win- 
ter sports,” says Bob Graham, CSTA 
President. “We are confident that 
our multi-partner organizational 
model, which involves tourism 
industry, sport and government 
partners, will establish the Sport 
Tourism Product Club as a best 
practices approach and will position 
Canada as an industry leader inter- 


nationally.” 3 


Mexico markets 
Canada in winter 


Viajero 2000, a bi-monthly maga- 
zine in Mexico City, is featuring 
Canada on a series of billboards 
throughout Mexico City as part of a 
campaign the magazine is conduct- 
ing to boost its subscription list. 


This winning partnership for 
Canada is the product of CTC in- 
market activities in Mexico. The 
CTC originally purchased four 
pages of editorial in the Sept-Oct 
issue. The excitement surrounding 


the partnership helped expand con- 


tent to nine pages at no extra cost. 
A number of operators promoting 
their winter packages and Quebec 
also bought space, along with 
ScotiaBank. 


Viajero 2000 is distributed to trade 
and high-end consumers. 3 


For more information contact 
Marie-Paule Dupont 
at 613-954-3966. 


Photo: Canadian Tourism Commission 


“Viajero 2000”: selling Canada in Mexico. 
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CTC Italy likes it 1 


After the successful promotion with 
Maserati in year 2000, CTC Italy 
staff has been working on some new 
non-traditional partnerships and are 
pleased to report that all planned 
promotions have been confirmed by 
the Italian companies who still per- 
ceive Canada as a safe place to visit. 


The first promotion was associated 
with the movie The Score which has 
been entirely filmed in Montréal. 
The CTC and its partners Tourisme 
Québec, Tourisme Montréal and 
the Greater Québec Area Tourism 
and Convention Bureau have 
organized a contest with the dis- 
tributor of the movie (Medusa) 
offering two trips to Québec during 
the International Jazz Festival. 
Medusa has joined up with Film 
TV magazine to promote the con- 
test. Through this promotion 
Canada and Québec have obtained 
exposure in 61,000 copies of Film 
TV for two weeks, in cinemas and 
travel agencies with 100,000 contest 
postcards, and in all movie ads in 
Italian newspapers. The contest will 
expire on December 21 and by then 
all participants’ names will be 


included in CTC’s database and will 
receive travel guides. 


Another promotion is with clothing 
manufacturer Aesse. In 1999 this 
company launched a new casual- 
wear brand called “Canadiens, Les 
Explorateurs”. In 2000, the CTC and 
Aesse organized a contest to win 
trips to Canada offered by Kuoni 
Gastaldi and Air Canada. Given the 
success of the 2000 promotion, 
Aesse and CTC decided to continue 
the partnership this year. In 2001 a 
mini-catalogue has been printed and 
is being circulated in 18,000 copies 
of the travel magazine Panorama 
Travel during the month of 
November. This mini-catalogue fea- 
tures winter products both of 
"Canadiens, Les Explorateurs" and 
Canada (Snowmobiling, natives, 
cities, winter sports, baby seals). A 
postcard to request travel informa- 
tion to Canada is included in the 
catalogue and there is also a men- 
tion of the CTC web site. 


These promotions allow Canada to 
reach a wide audience with a very 
minor investment. Many more deals 


by Lucia Vimercati 
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Non-traditional partnerships: promoting ‘The Score” and Quebec. 


are currently being organized and 


negotiated with non traditional Lucia Vimercati at 
partners such as Douglas 

Perfumeries, Nikon and no less than 

the Catholic Church in Italy! 3 


Travel Alberta is telling everyone what a beautiful place Alberta is to visit. We've just launched an extensive marketing 


campaign and product offering and we are committed to helping you share Alberta with your clients. Call or visit Travel 
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International travel: 
August numbers up 


August auto travel to Canada from the U.S. up a whopping 17 percent. 


International Travel to Canada was 
up a significant 9.6 percent in 
August 2001, a ninth consecutive 
monthly gain. Total overnight inter- 
national travel to Canada increased 
9.6 percent during the month of 
August 2001 compared to the same 
month in 2000. For the first eight 
months of 2001, international travel 
to Canada was up 4.4 percent over 
2000, reaching 14.7 million 
overnight tourists. 


United States to Canada: automo- 
bile generated tremendous growth. 
For the month of August 2001, U.S. 
overnight tourist entries were up a 
sharp 12.1 percent on a year over 
year comparison. Auto travel 
accounted for almost all of 

the increase, up a whopping 

17.6 percent. Non-auto travel grew 
by 1.5 percent. During the first 
eight months of 2001, U.S. tourists 
to Canada were up 6.1 percent over 
the same period last year, reaching 
11.7 million overnight trips. 
Overnight travel by car was up 

7.8 percent over the period, while 
non-auto entries (mainly air travel) 
increased 3.2 percent. 


Canadian Outbound: Canadian 
trips to overseas rose for the 17th 
consecutive month. Canadian out- 
bound travel to overseas destina- 
tions was up 8.5 percent in August 
2001. In the Jan-August period, 
overseas travel by Canadians reached 
3.6 million overnight trips, up 
12.6 percent over the same period 
last year. The number of Canadian 
tourists to the U.S. was down by 


2.8 percent in August 2001; travel 
by car declined by 0.8 percent while 
non-auto entries (mainly air travel) 
dropped by 6.8 percent. 


For the first eight months of 2001, 
Canadian outbound to the U.S. 
dipped by 2.9 percent compared to 
same period last year. 


Overseas: Despite growth from 
Asia, overseas travel to Canada 
declined for the seventh consecutive 
month. Overseas travel to Canada 
was down 0.5 percent in August 
2001. Travel from Europe was down 
3.2 percent, as all major markets 
declined: U.K. (-2.0 percent); France 
(-6.4 percent); Germany (-8.4 per- 
cent) and the Netherlands (-6.7 per- 
cent). Asian travel grew 3.8 percent. 
With the exception of Taiwan 

(-24.6 percent) and Hong Kong 
(-9.8 percent), all other markets 
registered positive growth. Travel 
from Oceania fell 7.0 percent, led by 
Australia (-9.4 percent), and travel 
from South America was up 

7.1 percent with Mexico continuing 
to perform well, growing a sharp 
18.5 percent in the month. 


For the first eight months of 2001, 
travel from overseas was down 

1.5 percent, driven by a decline of 
3.4 percent from Europe. Among 
the major markets in Europe the 
U.K. was the only market to display 
growth (+0.4 percent), while Japan 
(0.3 percent) and South Korea 

(9.6 percent) were the only 

major markets in Asia to register 
positive gains. ae 
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CTC Asia/Pacific events 
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Canada Calls: 
trade seminars/marketplace 
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CTC-EVENTS IN EUROPE 
Visit North America Seminar 
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CTC-EVENTS IN EUROPE 
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Healthy potential for health tourism ........... 


Mud wrap: a health spa experience. 


A recent study conducted by 
Stéphanie Tardif for the Association 
des Relais santé, the market for 
health holidays is growing rapidly 
and has enormous potential. The 
health holidays industry has a high 
job creation to investment ratio: 
between 40 percent and 50 percent 
of the spending connected with 
health spa operations is trans- 
formed into wages. 


In addition, a recent survey of the 
clients of the Association des Relais 
santé showed that all seasons are 
good for health vacations. The suc- 
cess of the health spa experience 
does not depend on the weather or 
décor, and the experience can be 
adapted to a variety of landscapes 
and surroundings. 


The benefits of health vacations 
have long been recognized. 
However, unlike in Europe where 
there has been a tradition of baths, 
thalassotherapy and thermal spring 
therapy, tourists in North America 
have been offered the option of 
health vacations for some forty years 
at most. In Canada, although a few 
thermal springs were in use at the 
beginning of the 20th century and 
were even recognized as focal points 
for health tourism, the birth (or 
rather rebirth!) of health tourism 
only goes back some thirty years. 


Since the mid-1990s, the health 
tourism industry in Canada has 
made great strides in product 
development with a focus on 


Economic potential of 
health vacations 


_ 1997 and 1999. 


Se a vacation sector is the sector of the whole tourism, travel and 
creation industry that is growing most quickly. 
‘From the International SPA Association’ s 2000 Spa eS Study) 


The on of the ron vacation industry ae every ae years. 

The industry's total revenue increased 129 percent between 1997 and 

_ 1999 in the United States. The ISPA study claims that the industry 
revenue would rise to between $7.2 billion and $7.5 billion in 2000. - 

> The spa owners reported average increases in revenue of 28.3 oe in 

‘the United States and 26.3 percent in Canada between 1997 and 1999. 

o ‘Equivalent, if not larger, increases are expected in figures for 2000. 

In Canada, the number of visits to spas increased 34 percent between 


In 1999, in the United States a the spa industry generated some 

. $5 billion USi in revenue. By way of reference, during the same oe 
vacations generated $3.1 billion in revenue. - 

In 1999, there were 88.6 million spa visits. For skiing and cruises, the 
figures were 52 million and 5.9 million respectively. 

The European Spas Association (ESPA) estimates that some 20 million 
juropeans visit spas each year. The visitors stay for an average of 6 
nights per visit. (Tourism Industry Intelligence, Vol. 7, No. 9, 2000) 

Not much growth is forecast for the European spa industry i in terms of 
either bed nights or visitors. The spa industry in Europe can grow if the 
form of | health and 4 tourism a in America is adopted. 


delivering exceptional and struc- 
tured professionalism, which has 
met with great success with 
increasingly faithful and varied 
clienteles. Thanks to the larger 
number of establishments open to 
the public and the creation of the 
Association des Relais santé to 
ensure adherence to standards, 
Canada can meet every need. 


For two years now, the Association 
des Relais santé has been operating 


anecdotal information for client 
profile and expectations. 


The survey determined that the tar- 
get clientele of health clubs is quite 
broad. A survey of 1,121 respondents 
yielded some very insightful results. 
Sixty-five percent of those over 35 
years of age have taken a health 
vacation. The level of education of 
health experience tourists is high 
with seventy-six percent possessing 
a college or university degree. Signi- 


the Health Tourism Product Club. 
This group conducted a study 


ficantly, 73 percent of individuals 

in this market earn $30,000 or more 
last year to survey clients of the annually. whe 
Association des Relais santé. In the 


past, the association had relied on 
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TOURISM ACTIVITY 


TOURISTS TO CANADA 


From the U.S. 11,699,403 
By Auto 7,479,749 § 
By Non-auto i 4,219,654 


From Overseas - Total 


: 3,033,711 


United Kingdom | 608,889 | 
ip 320802] 
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Hong Kong 


99,347 


Australia 
Korea (South) 


OUTBOUND CANADIAN TOURISTS 


10,169,079 | 


To the U.S. 
By Auto 5,660,110 | 
By Non-Auto 4,508,968 é 


To Overseas - Total 


3,644,937 


EMPLOYMENT IN TOURISM 
Total Activities a 572,400 | 
ps0 


; 100,500 


$21,102 
1,099.8 
1,025.2 § 
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Accommodation 


Food and Beverage 


Transportation 
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Personal Disposable 
Income per person 


GDP at market prices 
(current, $ billion) 


GDP chained 
(1997, $ billion) 


CPI (1992=100) 
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ot more nights; All data on this table is not season lly a 


Note: All tourist estimates deal with 
Source: Statistics Canada and the Bank of Canada. 


British pound 


Japanese yen 
French franc 
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Research 


Sources at VIA Rail indicate that 
there has been a substantial increase 
in the company’s passenger numbers 
since the September 11 terrorist 
attacks in the U.S. — as high as 

70 percent more in Atlantic Canada. 
Travellers indicate that the attacks 
were a contributing factor in their 


decision to use rail. 


Fernie Alpine Resort in south- 
eastern B.C. has been selected by 
Explore magazine as the number one 
ski resort in Canada (December 
2001 issue). The designation follows 
in the wake of other similar accla- 
mations bestowed upon the resort 
and the City of Fernie as a whole 
from domestic and international 
media outlets including Rolling 
Stone and USA Today. 


Beth Kelly and her team at Aquila 
Tours in New Brunswick are seriously 
committed to training: in 2001, they 
set a goal to train 53 of their tour 
guides and tour directors to a national 
standard. Forty-eight guides complet- 
ed the program; 12 applied for and 
received certification, five tour direc- 
tors completed the tour director pro- 
gram and received certification. For 
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In Prince Edward Island, a pilot project is underway to produce more timely statistics for the tourism industry. 


their efforts, the team picked up a 
Human Resources Development 
Award at the annual conference 
of the Tourism Industry Asso- 
ciation of New Brunswick held 
recently in Fredericton. 


A reader resort poll in the 2002 
Snowboard Travel Guide has 
Whistler/Blackcomb taking the top 
spot as best overall snowboard 
resort in North America. 
“Whistler/Blackcomb has what no 
other resort in North America does 
- unbeatable natural terrain and 
parks and pipes that hold their 
own,’ said editor Kurt Hoy. He 
added that “it's more affordable to 
spend a week in Canada than it is to 
visit a lot of resorts in the U.S.” The 
reader survey is sent to more than 
4,000 subscribers. 


Quebec's Tourism Department has 
hired pop singer Celine Dion to belt 
out a few verses of her famous tune in 
a new series of Quebec winter tourism 
television ads aimed at the United 
States and Ontario this fall. The cam- 
paign is aimed at countering Quebec's 
tourism losses, projected to total $375 
million as thousands of people stay 


Ag 


home in the wake of September 11. 
Anticipating many Quebecers will not 
want to go south this winter, the 
department has also announced that 
$850,000 will be devoted to getting 
Quebecers to travel around the 
province to enjoy the pleasures 

of winter. 


Tourism P.E.I. and the Tourism 
Industry Association of P.E.I. are 
undertaking a pilot project to pro- 
duce accommodation-occupancy 
statistics in a more timely manner. 
The new statistics will help opera- 
tors determine how they are doing 
compared to other operators, other 
regions and other provinces. 
Participation is voluntary at the 
moment; some would like to see the 
program mandatory across the 
province to help the industry know 
where it stands immediately, with- 
out waiting until the season is over. 


Wanderlust, a British travel 
magazine, has ranked Canada 

the third safest country for tourists, 
after New Zealand (number one) 
and Australia. The survey was 
taken before the September 11 
terrorist attacks. 


Travelodge Canada is adding 
Thriftlodge locations at Kincardine 
and Thunder Bay, Ont., Riviere-du- 
Loup, Que, Rossland, B.C., and 
Calgary, Alberta. This expansion will 
bring the number of Thriftlodge 
properties in Canada to 12. 


The Federal Economic Development 
Opportunity Fund is spending 
$47,500 to help the Carcross/Tagish 
First Nations expand their recrea- 
tional vehicle park to provide tourists 
with a more comfortable stay in 
Carcross junction. 


Quoted in an article by Mia Rabson 
in the Winnipeg Free Press, Max 
Johnson, president of The Great 
Canadian Travel Company, says 
that bookings through his company 
for winter vacations have been 
down in the last few weeks but he 
said that isn't all to be blamed on 
the attacks and will likely turn 
around as the weather gets cold. He 
said that his polar bear tours 
product has had only 15 of 1,000 
people cancel since Sept. 11. a 
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People 


Chef Andrew Springett of Van- 
couver’s Metropolitan Hotel will 
represent Canada at the Bocuse 
d’Or culinary competition in 
France in 2003. 


Olympian Ken Read is spokesman 

for an aggressive $1-million adver- 

tising campaign aimed at bolstering 
sagging tourism numbers at 
Alberta's winter resorts. “I learned a 


lot of my ski-racing skills in Alberta. 


I know what Alberta has to offer 
and I am passionate about skiing in 
the Alberta Rockies,” Read said. 


Chris Phillips has joined the 
CTC’s Industry Development 
division, moving in from his 
recent post as a Senior Policy 
Advisor at Transport Canada 
where he became adept at under- 
standing how the public and pri- 
vate sectors work together to 
address common concerns. 


Lise VHeureux has been 

appointed National Sales Director 
for Americanada. Until recently, 
LHeureux was the sales director for 
Eastern Canada for British Airways. 


Normand Breton is back at the 
CTC following the completion of 
his degree. He will continue the 
work started this last summer on 
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cultural tourism files, identifying 
and consulting with cultural 
tourism players. 


Paul Robichaud has been appoin- 
ted the Minister of Tourism and 
Parks by New Brunswick Premier 
Bernard Lord. In March 2000, 
tourism had been dropped from 
the cabinet roster, a change that 
did not sit well with the province’s 
tourism operators who requested 
a full-fledged ministry. 


GIANTS Travel Ltd. has appointed 
Maggie Bulgarelli as-its new 
Director of Operations for Canada. 


Heather MacDonald has joined 
Canadian Geographic Enterprises 
as part of the Product 
Development & Marketing team. 


James C. Cherry, President and 
Chief Executive Officer of 
Aeroports de Montreal, has 
announced the appointment of 
Christiane Beaulieu to the position 
of Vice President, Public Affairs. 


Lyell Farquharson has been 
named the new President of 
Navigant International, Canada, 
replacing Michael Simeone who 
becomes Navigant’s Chairman. 
A travel industry veteran, 


Farquharson spent eight years 
with The Rider-BTI Travel Group. 


Kim Green of the Capital 
Commission has been re-elected 
President of the Tourism Industry 
Association of P.E.I. Mel Gass is 
Past-President, Gordon MacInnis 
was elected Vice-President, 
Maureen Campbell-Ross was 
elected Secretary, and Judy 
MacDonald will serve as Treasurer. 


Parcom Travel Marketing welco- 
mes Nancy Frost as the new 
Alberta’s South Regional Marketing 
Director, and Don Wilson as 
Alberta’s North Regional 
Marketing Director. 


After an extensive national search, 
Greg Klassen joins the Canadian 
Tourism Commission as Director, 
E-Marketing. Most recently Greg 
was with Telus Communications 
as Senior Segment Manager 
focusing on developing e-business 
solutions for business markets in 
Ontario. As Marketing Director 
for AT&T, he developed several 
integrated marketing campaigns 
including e-business solutions and 
web development in support of 
marketing strategies. In addition 
he implemented numerous 
tourism marketing partnerships 


CANADIAN COMMISSION 
TOURISM CANADIENNE 
COMMISSION 7 DU TOURISME 


Canadian Tourism Commission 
8th Floor West Tower 

235 Queen Street 

Ottawa, ON K1A OH6 


with public and private 
organizations. 


Greg is bilingual and holds a B.A. 
in Economics from the University 
of Victoria and an MBA in 
International Marketing from 
Thunderbird American Graduate 
School of International Mana- 
gement in Phoenix, Arizona. 


In Memoriam 

The Canadian tourism community 
was saddened by the recent passing 
of Malak Karsh. He helped found 
the Canadian Tulip Festival and 
was to be the honourary president 
of the 50th-anniversary celebra- 
tions in Spring 2002. Malak leaves 
a legacy of stunning photographic 
works capturing Canada's magnifi- 
cence. “Malak was not only a great 
citizen of Ottawa, he was a tremen- 
dous ambassador for the country. 
His photographs helped to pro- 
mote the beauty of the land, and 
he will be dearly missed,” said CTC 
President and CEO Jim Watson. 
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